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Abstract:- Evaluating the ROI of marketing campaigns in 

the tourism industry requires a comprehensive 

understanding of the unique characteristics of tourism 

products. The effectiveness of marketing communication, 

experience marketing, performance measures of net-

enabled industries, social media ROI, conversion potential, 

and the future of marketing metrics, the tourism industry 

can develop a robust framework for evaluating the ROI of 

marketing campaigns. 

 

The purpose of this paper is to study and analyze the 

AI models and algorithms applied in assessing ROI in 

tourism marketing campaigns. As per the user preferences 

which generate personalized recommendations that align 

with individual interests and needs. With the support of 

AI, the organizations can gain optimum gains and success 

in the tourism industry.   

 

Keywords:- Return on Investment (ROI), Artificial Intelligence 

Application Algorithm, Marketing Campaign, Tourism 
Industry. 

 

I. INTRODUCTION 

 

Human beings have been on the move for millennia, 

weaving a rich mosaic of travel that spans the ages. In ancient 

times, the motivation for embarking on journeys were as 

diverse as the cultures themselves. From the bustling trade 

routes of Mesopotamia where merchants traversed vast 

distances in search of exotic goods, to the solemn pilgrimages 

of devout individuals visiting sacred sites, the essence of 

travel was deeply ingrained in the fabric of ancient 
civilizations. Pilgrimages in particular, stood as a testament to 

the spiritual yearnings of our ancestors. People travelling to 

ancient Greece seeking prophetic insights or pilgrims 

undertaking the Hajj to Mecca in Islam, these sacred journeys 

were pivotal in bringing people together transcending 

geographical and cultural boundaries.  

 

The motivations behind travel have evolved, yet echoes 

of the past persist. Today's travelers, like their ancient 

counterparts, embark on journeys for myriad reasons. The 

allure of distant lands, once laden with the promise of rare 

spices and treasures, now beckons with cultural experiences, 

adventure and the thrill of discovery.  

 

In this contemporary landscape, digital advancements 

have reshaped the terrain of travel planning and experience. 
The modern pilgrim, armed with a smartphone and access to a 

vast virtual realm, navigates a digital landscape of online 

bookings, travel apps and real-time updates. Yet, amidst the 

whirlwind of technological progress, the fundamental desire 

for connection understanding and exploration remains 

unchanged.  

 

As we jet-set across continents or immerse ourselves in 

the rich history of ancient ruins, it becomes evident that the 

threads of human curiosity and the quest for new horizons 

have woven a seamless continuum from the ancient 
caravanserais to the bustling airports of today. The monuments 

may have changed, the modes of transport may have evolved, 

but at its core, tourism remains a journey—a journey that 

transcends time, connecting us to the very essence of our 

shared human heritage.  

 

Sultanate of Oman is a country which is rich in cultural 

heritage and one among the oldest civilization of the world. 

Tourism in Oman was left unfocussed and untapped for many 

decades. In the millennium year 2000 tourism in Oman started 

to grow through the focus on its rich natural and cultural 

heritage. In 2013 report predicted that it would become one of 
the largest industries in the nation. In 2019, Oman attracted 

about 4.1 million visitors from around the world, a massive 

increase from 3.1 million in 2017 as per the 2019 Tourism 

Statistic Bulletin from the National Centre for Statistics and 

Information (NCSI), Oman.  
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Oman has various tourist attractions, particularly within 

the realm of cultural tourism and nature based activities. 
Oman is rich in beach activities because of its coast line many 

resort hotels are developed on the coast west and east of 

Muscat to attract the tourist. Beach activities including 

sunbathing, swimming, kitesurfing, diving, snorkelling, 

boating and water scooters, surfing, beach combing, shell 

collecting and fishing excursions. The other nature-based 

activities are Desert surfing and caving. The limestone rich 

sedimentary deposits of Oman's mountains have led to cave 

formation in many places in Oman.  

  

Historic and cultural tourism involves Museums, ancient 
forts are located in different regions of Oman. Markets 

(Omani Souqs) are popular with tourists, and are highly 

diverse with stalls selling handicrafts such as silver and gold 

artefacts and textiles. There are souqs in every Omani town, 

with the Ruwi and Muttrah Souqs the best known in Muscat. 

Other activities such as cultural events, sporting events and 

adventure events are organized during the different period of 

time in a year to attract the tourists.   

 

UNESCO’S International Heritage Preserve Programme 

Administration has list four sites as world heritage sites in 

Oman. Muscat was named the best city to visit in the world by 
American travel guide publisher Lonely Planet in 2012 and 

was chosen as the Capital of Arab Tourism of 2012.  

 

 Importance of Marketing Campaigns  

Marketing plays a crucial role in the survival and success 

of businesses within the tourism sector. To thrive in this 

industry, understanding the potential customer base and being 

attuned to their needs is essential. Adapting products and 

services, such as hotels, food offerings, and facilities, 

according to the desires of the target audience is a 

fundamental strategy. Whether it's providing enjoyable 
services on flights, managing rooms in chain guest houses, or 

organizing leisure groups, the effectiveness of marketing is 

pivotal for private sector organizations  

 

The success of these organizations is inherently tied to 

their ability to effectively market and deliver satisfying travel 

experiences. This encompasses various aspects, from planning 

destination attractions to providing transportation, 

accommodation, and catering services. In a landscape where 

competition is intensifying, destinations are vying for tourists, 

and numerous companies are entering the intricate field of 
tourism planning.  

 

A significant aspect of modern tourism marketing is the 

emphasis on specific cultural groups and highlighting the 

attractiveness of the offered products. The internet has become 

a key player in attracting a global customer base, enabling 

businesses to reach potential customers with just a single 

click. Its popularity and widespread accessibility are attributed 

to lower costs and increased profitability. Many countries 

leverage the internet extensively for trading and travel, with a 

large portion of the population being familiar with its usage. 

The integration of Information Technology (IT) serves as a 
valuable tool for data transfer and provides additional 

marketing benefits within the dynamic tourism sector.  

 

According to Wijethunga & Warnakulsooriya (2014)” 

Campaigns are considered to be one of the most effective tools 

in achieving growth and progress”. Campaigns also have an 

effective impact, being one of the attractions of tourism, as it 

helps in the introduction of destinations in the markets by 

providing customers with real information about the tourist 

destination with its advantages in creating a good tourist 

image. The main purpose of the advertising campaigns is to 
attract the attention of tourists who are expected to serve and 

stimulate the demand for it and the destination image.  

  

II. LITERATURE REVIEW 

 

In today's dynamic and competitive business 

environment, the ability to measure the return on investment 

of marketing campaigns is crucial for the success of any 

organization. As marketing budgets continue to be scrutinized, 

there is a growing need for businesses to demonstrate the 

effectiveness of their marketing efforts in order to justify their 

expenditures. This literature review aims to explore the 
various perspectives and measures of marketing effectiveness, 

with a specific focus on understanding how marketing 

activities contribute to company performance, customer 

satisfaction, and brand equity. By delving into the insights 

provided by different scholars and researchers, this review 

seeks to provide a comprehensive understanding of the 

multifaceted nature of marketing ROI and its implications for 

businesses across different industries.  

 

The use of AI in the tourism industry has the potential to 

determine the return on investment (ROI) of marketing 
campaigns [1]. AI technologies enable personalized 

experiences for travelers based on their individual needs and 

preferences, leading to increased customer satisfaction [2]. AI 

powered personalization allows travel companies to offer 

tailored recommendations and advertising to customers, 

improving competitiveness and deepening customer relations 

[3]. Additionally, AI can contribute to reducing operating 

costs and improving personnel productivity, providing a 

competitive advantage for tourism businesses [4]. Intelligent 

marketing and publicity based on big data analytics can help 

tourism enterprises formulate comprehensive and accurate 
marketing strategies, leading to increased revenue [5]. 

Therefore, the use of AI in tourism marketing can support the 

systematic analysis of customer information and enhance the 

effectiveness of marketing campaigns, ultimately leading to 

improved ROI.  
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A. Assessing the Effectiveness of Marketing Campaigns  

Marketing campaigns can be assessed for effectiveness 
by analyzing various factors such as customer traffic, 

knowledge and attitude change, campaign success criteria, and 

the impact on brand development. GANNM, a novel 

interpretable machine learning model, can be used to evaluate 

the influence of different types of marketing campaigns and 

budget allocations on malls' customer traffic [1]. Audio-visual 

media interventions have been found to effectively increase 

knowledge and awareness in the prevention of stunting in 

children [2]. Digital marketing data analytics models will help 

in analyzing  campaign efficacy  on factors like  website 

performance, social media metrics, email marketing 
performance, customer data, and customer journey analysis 

[3]. Advertising agencies play a crucial role in maximizing the 

impact of marketing campaigns by creating and executing 

campaigns, conducting market research, and providing 

strategic planning [4]. Team building is essential for the 

successful implementation of marketing campaigns as it 

allows for efficient communication, coordination, and 

resource management among project participants [5].  

  

To evaluate the effectiveness of marketing campaigns for 

tourisms using a novel interpretable machine learning model, 

it is essential to consider the interpretability of machine 
learning models in the context of marketing (Lee et al., 2021). 

The quality, originality, and elegance of marketing campaigns 

are key dependent variables that need to be evaluated 

(Medeiros et al., 2014). In this context, model distillation is a 

major approach for interpretable machine learning that can 

offer transparent explanations, overcoming the limitations of 

permutation-based methods (Zhao et al., 2019).   

  

B. ROI Metrics for Marketing Campaign Evaluation  

To accurately evaluate the return on investment (ROI) of 

marketing campaigns in the tourism industry is crucial to 
consider the effectiveness of marketing communication in an 

online environment (Křižanová et al., 2019). This is 

particularly relevant as the tourism industry increasingly relies 

on online channels for marketing. In the context of social 

media marketing, understanding the return on investment and 

performance evaluation in the hotel industry context is vital 

(Buhalis & Mamalakis, 2014). This reference provides 

insights into the specific challenges and opportunities related 

to social media marketing in the tourism and hospitality 

sector, which are essential for evaluating the ROI of marketing 

campaigns in this industry.  
  

Moreover, the concept of conversion potential as a 

metric for evaluating search engine advertising performance is 

valuable for assessing the effectiveness of digital marketing 

efforts in the tourism industry (Jansen & Clarke, 2017). This 

metric provides a comprehensive framework for 

understanding the impact of search engine advertising on 

marketing performance.  

  

Best practices for maximizing marketing campaign ROI 

include determining the optimal number of calls to make to 
each customer [1]. Measuring marketing ROI is crucial for 

budget allocation and decision-making [2]. Aligning 

marketing measurements and goals with operational 

objectives, tracking performance, and including all decision-

makers in the success of the marketing program are essential 

steps [3]. Additionally, understanding ROI principles, building 

the ROI formula, and applying marketing ROI methodologies 

are key to improving profitability [4]. To achieve the 

maximum number of quality leads, marketers should 

strategically combine lead generation tactics such as email, 

direct mail, search engine marketing, social media advertising, 
cold calling, and trade shows [5]. Testing new approaches on a 

limited budget and tracking costs and results are also 

important for successful lead generation.  

  

Furthermore, the performance measures of net-enabled 

hypercompetitive industries, such as tourism, are crucial for 

evaluating the effectiveness of planning processes and 

assessing results against short and long-term objectives 

(Michopoulou & Buhalis, 2008). This is particularly relevant 

for understanding the impact of marketing campaigns on the 

overall performance of tourism organizations.  

  
Finally, the conceptual framework for measuring return 

on marketing investment and the future of marketing metrics 

is crucial for developing a comprehensive approach to 

evaluating the ROI of marketing campaigns in the tourism 

industry (Seggie et al., 2007). This framework provides 

valuable insights into the evolving landscape of marketing 

metrics and their relevance to assessing the effectiveness of 

marketing strategies.  

  

Measuring Return on Investment (ROI) in tourism 

marketing poses multifaceted challenges. The attribution 
complexity inherent in the industry, with its myriad 

touchpoints across diverse channels, makes it difficult to 

isolate the impact of individual marketing efforts. The 

protracted sales cycles associated with tourism decisions, 

coupled with the intangibility of services, further complicate 

efforts to attribute conversions solely to specific campaigns. 

Additionally, the involvement of diverse stakeholders, the 

influence of external factors like natural disasters, fragmented 

data sources, the lack of standardized metrics, and the intricate 

customer journey contribute to the complexity. Dynamic 

market conditions and technology and skill gaps further hinder 
accurate ROI measurement. Overcoming these challenges 

necessitates the integration of advanced analytics, 

collaboration among stakeholders, and the establishment of 

standardized measurement practices to enhance precision in 

evaluating the effectiveness of tourism marketing.  
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C. Objectives of the Study 

 
 Primary Objectives 

 To analysis the role of Artificial Intelligence in assessing 

return on Investment in Tourism Marketing Campaigns. 

 

 Secondary Objectives 

 To understand how AI Models and Algorithms Applied in 

Assessing ROI in Tourism Marketing Campaigns. 

 To recommend future trends in Marketing ROI 

Measurement. 

 

III. RESEARCH METHODOLOGY 

 

The research design used for this study is an explorative 

type of research design with inductive reasoning. The 

researcher discussed the theoretical conceptual framework of 

utilizing the role of AI and algorithms applied in assessing the 

ROI in Tourism Marketing Campaigns. The paper explores 

and identifies the various AI applications used by the tourism 

marketing campaigns to understand the need of their customer 

and to have cloud-based information about them to cater their 

needs as per their requirements. The study used both primary 

and secondary data. The primary data is basically observation 
method of various AI’s used to quantify the impact of 

marketing campaign and secondary data used from various 

journals and research papers. The model given below in figure 

no:1 clearly depicts the framework of the study.  

 

A. AI Models and Algorithms Applied in Assessing ROI in 

Tourism Marketing Campaigns  

In recent years, the use of Artificial Intelligence (AI) in 

assessing return on investment (ROI) in tourism marketing 

campaigns has gained significant momentum. The application 

of AI models and algorithms has revolutionized the way 

organizations measure the success and impact of their 
marketing efforts. This paper explores various AI applications 

and their role in ROI measurement. Here are a few examples 

of AI models that are commonly used in tourism marketing 

campaigns:  

 

 Recommender Systems:  

AI-powered recommender systems analyze user data, 

such as browsing history and preferences, to suggest 

personalized travel destinations, accommodations, and 

activities. These systems use machine learning algorithms to 

predict user preferences and provide tailored 
recommendations, enhancing the user experience and 

increasing the likelihood of conversion.  

 

 Chatbots:  

AI-driven chatbots are used in tourism marketing 

campaigns to provide instant customer support and assistance. 

These chatbots use natural language processing (NLP) 

algorithms to understand and respond to user queries, helping 

travelers with information about destinations, 

accommodations, and other travel-related queries.  
 

 Image Recognition:  

Image recognition technology, a subset of AI, can be 

used to analyze and categorize images related to tourism 

destinations and attractions. This can help marketers identify 

popular landmarks, natural attractions, and scenic spots, 

allowing them to tailor their marketing campaigns and target 

specific segments of travelers.  

 

 Sentiment Analysis (Opinion Mining):  

Sentiment analysis is a  way in which  AI algorithms are 
utilized  to analyze  multiple   Channels like social media 

posts, reviews, and other user-generated content to find out  

public sentiment towards a particular destination or tourism 

product. Marketers can use this information to measure the 

success of their campaigns and make data-driven decisions to 

improve their offerings.  

 

 Demand Forecasting:  

AI models can be used to forecast demand for travel 

destinations and accommodations. By analyzing historical 

data, including booking patterns, seasonal trends, and external 

factors, AI algorithms can predict future demand, allowing 
marketers to optimize pricing, inventory management, and 

marketing strategies.  

 

B. Using AI Models in Tourism Marketing Campaigns Offers 

Several Benefits. Here are Some of the Key Advantages:  

 

 Personalization:  

AI models enable marketers to deliver personalized 

experiences to travelers. By analyzing large volumes of data, 

including past behavior, preferences, and demographics, AI 

algorithms can tailor recommendations, offers, and content to 
individual travelers. This level of personalization enhances the 

customer experience, increases engagement, and improves the 

chances of conversion.  

 

 Efficiency and Cost-effectiveness:  

AI models automate various marketing tasks, such as 

data analysis, customer segmentation, and content creation. 

This automation saves time and resources, allowing marketers 

to focus on strategy and decision-making. Additionally, AI 

models can optimize marketing spend by identifying the most 

effective channels, targeting the right audience, and allocating 
resources efficiently.  

 

 Improved Customer Service:  

AI-powered chatbots and virtual assistants provide 

instant customer support, 24/7. These AI models can handle 

common inquiries, provide travel recommendations, and assist 

with bookings, freeing up human agents to handle more 

complex queries. This improves customer satisfaction, reduces 

response times, and enhances the overall customer service 

experience.  
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 Better Targeting and Segmentation:  

AI algorithms can analyze vast amounts of data to 
identify patterns, trends, and customer segments. This enables 

marketers to target specific audiences with relevant and 

personalized marketing messages. By understanding customer 

preferences, behaviors, and demographics, AI models help 

marketers optimize their campaigns and reach the right 

audience at the right time. 

  

 Enhanced ROI Measurement:  

AI models provide advanced analytics capabilities, 

allowing marketers to measure and optimize ROI more 

accurately. By analyzing data from multiple sources, such as 
social media, website interactions, and booking data, AI 

algorithms can provide insights into campaign performance, 

customer behavior, and the impact of marketing efforts [2]. 

This data driven approach helps marketers make informed 

decisions and allocate resources effectively.  

 

Overall, AI models in tourism marketing campaigns offer 

benefits such as personalization, efficiency, improved 

customer service, better targeting, and enhanced ROI 

measurement. These advantages empower marketers to deliver 

more effective campaigns, improve customer experiences, and 

achieve better business outcomes.  

C. Real World Connection : Personalized Recommendations 

for Travel Experiences  

AI models and algorithms can also play a crucial role in 

personalized recommendations for travel experiences, 

contributing to the assessment of ROI in tourism marketing 

campaigns. Machine learning algorithms can be trained to 
understand individual user preferences and make personalized 

suggestions based on their browsing history, past bookings, 

and other relevant data. 

  

For instance, popular online travel platforms integrate 

AI-powered recommendation engines to suggest tailored 

travel packages or accommodations to their users. These 

recommendations are derived from analyzing vast amounts of 

data, including user behavior, reviews, and feedback [4].  

 

By applying AI algorithms, tourism marketers can offer 
personalized recommendations to potential customers, 

increasing the chances of conversion and improving overall 

customer satisfaction. This personalized approach to 

marketing enables businesses to optimize their marketing 

campaigns, leading to higher return on investment [6].  

 

Personalized recommendations in the tourism industry 

utilize AI models and algorithms to suggest tailored travel 

experiences to individual users. Here are some examples, refer 

Figure 1 below:  

 

 
Fig 1 :Proposed AI Model 
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 Personalized Travel Packages:  

Online travel platforms use AI-powered recommendation 

engines to analyze user data such as browsing history, 

previous bookings, and preferences to suggest customized 
travel packages. For example, if a user has shown interest in 

beach destinations and adventure activities, the 

recommendation engine can suggest a personalized package 

that includes beach resorts and adventure tours [6].  

 

 Accommodation Suggestions:  

AI algorithms can analyze user preferences, location 

data, and reviews to recommend accommodations that match 

the traveler's needs. For instance, if a user prefers boutique 

hotels with a gym and a pool, the recommendation engine can 

provide a list of suitable options based on these criteria.  

 

 Restaurant and Dining Recommendations:  

AI algorithms can analyze user reviews, ratings, and 

preferences to suggest restaurants and dining experiences that 
align with the traveler's taste. Personalized recommendations 

can be based on factors such as cuisine preferences, dietary 

restrictions, and previous dining history.  

 

 Activity and Sightseeing Suggestions:  

AI models can analyze user behavior and preferences to 

recommend specific activities and sightseeing options. For 

example, if a user has shown interest in historical landmarks, 
the recommendation engine can suggest guided tours, 

museums, and cultural experiences related to that interest.  

 

 Transportation Recommendations:  

AI algorithms can analyze user travel patterns and 

preferences to suggest the most convenient modes of 

transportation. This can include recommendations for flights, 

trains, rental cars, or public transportation options based on 

factors such as cost, duration, and user preferences.  

 

These personalized recommendations enhance the user 

experience by providing customized options that align with 

individual preferences, increasing the likelihood of customer 
satisfaction and conversion.  

 

AI algorithms analyze user preferences through a 

combination of techniques, including data collection, pattern 

recognition, and machine learning. Here's a general overview 

of how AI algorithms analyze user preferences:  

 

 
Fig 2 :Analysis process 

 

 Data Collection:  

AI algorithms collect data about user preferences from 

various sources, such as user profiles, browsing history, 

previous interactions, and explicit feedback (e.g., ratings, 

reviews)[8]. This data is essential for understanding user 

preferences and building personalized recommendation 
systems.  

 

 Pattern Recognition:  

AI algorithms use pattern recognition techniques to 

identify common patterns and trends in the collected data. 

This can involve analyzing user behavior, identifying 

correlations between different variables (e.g., user 

demographics and preferences), and detecting recurring 

themes or preferences.  

 

 Machine Learning:  

AI algorithms employ machine learning techniques to 

train models that can make predictions and recommendations 

based on the collected data. This involves using algorithms 

such as collaborative filtering, content-based filtering, or 

hybrid approaches to learn from user data and make 

personalized recommendations.  

 

 Collaborative Filtering:  

This technique analyzes user behavior and preferences to 
find similarities between users and recommend items that 

similar users have liked or interacted with. It relies on the 

assumption that users with similar preferences will have 

similar opinions about different items.  

 

 Content-Based Filtering:  

This approach analyzes the characteristics or attributes of 

items and matches them with user preferences. It recommends 

items that have similar attributes to those previously liked by 

the user. For example, if a user has shown a preference for 

beach destinations, the algorithm will recommend similar 

beach destinations.  
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 Hybrid Approaches:  

Hybrid approaches combine collaborative filtering and 

content-based filtering to leverage the strengths of both 

methods. They can provide more accurate and diverse 
recommendations by considering both user preferences and 

item characteristics.  

 

 Feedback Loop:  

AI algorithms continuously learn and improve through a 

feedback loop. As users interact with the recommended items, 

their feedback (explicit or implicit) is collected and used to 

refine the algorithm's understanding of user preferences. This 

feedback loop helps the algorithm make more accurate and 

personalized recommendations over time.  

 

By combining these techniques, AI algorithms can 

analyze user preferences and generate personalized 
recommendations that align with individual interests and 

needs by leveraging natural language processing (NLP) 

techniques, AI algorithms can understand and analyze text 

data related to specific subjects, allowing them to infer user 

preferences and make personalized recommendations[7].  

 

Personalization, targeting, and attribution modeling 

further enhance the accuracy of ROI measurement. By 

harnessing the power of AI, organizations can make informed 

decisions and maximize the success of their marketing efforts.  

  

IV. FUTURE TRENDS IN MARKETING ROI 

MEASUREMENT 

 

To calculate the return on investment (ROI) of a 

marketing campaign in the tourism industry, it is crucial to 

consider the unique characteristics of the industry. Hospitality 

and tourism products are intangible and often perceived as 

high-risk purchases, which emphasizes the significance of 

interpersonal influence and reference group evaluation in the 

decision-making process (Litvin et al., 2008). Additionally, 

the perishable and seasonal nature of tourism products 

increases the stress levels for marketers, highlighting the need 
for effective marketing strategies (Litvin et al., 2008). 

Furthermore, the study provides insights into the economic 

impact of tourism marketing expenditure, demonstrating the 

dollar return per dollar invested in tourism marketing in 

different markets (Kulendran & Divisekera, 2007).  

  

In the context of destination marketing campaigns, it is 

essential to understand the link between experience marketing 

and tourism marketing, as highlighted by (Ketter, 2018). The 

role of experience marketing in influencing destination 

marketing and its impact on tourism marketing campaigns is a 
critical aspect to consider when evaluating the effectiveness of 

marketing strategies in the tourism industry (Ketter, 2018). 

Moreover, the study emphasizes the importance of evaluating 

tourism marketing campaigns not only in terms of visitor 

attraction but also in achieving expected expenditure impact 

and ROI (Pratt et al., 2009).  
  

The effectiveness of marketing strategies in the tourism 

industry is further underscored by , who discusses the 

application of basic marketing strategies and techniques to 

increase visits to various tourism-related entities (Sofronov, 

2019). Additionally, the role of marketing strategies in the 

tourism industry, including consumer-oriented, competitor-

oriented, and trade-oriented approaches, is highlighted by 

(Kasemsap, 2015). These references collectively emphasize 

the significance of marketing strategies in driving tourism 

industry performance and ROI.  
  

Furthermore, the use of innovative marketing tools in the 

tourism industry, as discussed by, aligns with the need to 

adapt to dynamic market conditions and consumer preferences 

to maximize ROI (Mosiiuk, 2021). Additionally, the study by 

emphasizes the importance of resilience-based frameworks in 

reviving the tourism industry post-COVID-19, which is 

crucial for ensuring sustainable ROI in the face of external 

disruptions (Sharma et al., 2021).  

 

V. CONCLUSION 

 
In conclusion, evaluating the ROI of marketing 

campaigns in the tourism industry requires a comprehensive 

understanding of the unique characteristics of tourism 

products, the impact and effectiveness of marketing 

communication, experience marketing on destination 

marketing, and the economic implications of marketing 

expenditure. The tourism industry can develop a robust 

framework for evaluating the ROI of marketing campaigns. AI 

models and algorithms play a vital role in assessing return on 

investment in tourism marketing campaigns. From generative 

models to predictive analytics and sentiment analysis, AI 
empowers marketers to measure and optimize ROI effectively. 

By leveraging innovative marketing tools and resilience-based 

frameworks, the tourism industry can enhance its marketing 

strategies to achieve optimal ROI.  
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